The purpose of this study is to explore antecedents of e-satisfaction, specifically in e-retailing space and propose a theoretical framework to model e-satisfaction. This study is conceptual in nature, it analyses the current situation in Indian context based on secondary data collected from various researches, publications, reports etc. Through this review and analysis the author found that various dimensions of e-service quality like ease of use, convenience, product offerings and information, website design, system availability, e-fulfillment, efficiency, costeffectiveness, responsiveness, ease of contact and return are important antecedents of esatisfaction. Based on the review of literature a theoretical four factor model of e-satisfaction is proposed that consists of technology mediated factors, convenience, merchandising and after sales service. This study contributes to e-commerce literature by proposing a theoretical model of e-satisfaction that may be tested empirically in future to provide valuable insights to the marketers as well.
Introduction
Technology is fast changing the traditional way of retailing from physical retail stores to technology enabled online retail websites. Customers especially the generation next (age group 18-36 yrs.) are swiftly adopting the online channels to buy a variety of products ranging from consumer durables to apparel and accessories to day to day groceries. This adoption of the online channels is driving fast growth in the E-retailing market. To get a pie in the cake the competition is also neck to neck between the national players and this competition is escalated by the international giants joining the bandwagon in Indian online selling market. The tough competition has increased interest of both online marketing professionals and academicians towards consumer satisfaction and loyalty for Internet Retailing Websites (ERetailing) and this may be justified by sheer size of the revenue generated in the last 2-3 years and opportunities presented by this fast-growing channel for retailing. Therefore it becomes imperative to study antecedents or factors affecting customer satisfaction (E-satisfaction) in E-Retailing. This increasing interest has generated a lot of research in this domain but there is dearth of studies in Indian context. This study tries to study the E-satisfaction in Indian context and generate information for further studies. E-Business refers to electronic means to conduct a company's business. E-Commerce is a more general term which means that the company or its website offers to transact or facilitate the selling of products or services online (Kotler et al., 2009 ). E-Commerce in turn has given rise to E-Marketing, E-Purchasing, ESelling. E-Marketing refers to company's efforts to inform communicate, promote and sell products and services over the internet. Similarly E-Purchasing means companies decide to purchase goods, services or information from various online suppliers. This study specifically evaluates the online selling of products and services that is called as ‗Online Retailing' or ‗E-Retailing' or for that matter ‗E-Tailing' through third party web portals. Similarly as per ecommerce and marketing literature we can define term E-customer as -an individual or corporate one who are using e-portals to purchase, ordering, receiving information and paying price / charges of services/product purchased through various types of e-channels‖ i.e. internet, e-mail, personal computer, ATM, POS, credit cards, debit cards, cell phone, fax, phone and other electronic devices (Kumbhkar, 2012) . This study defines E-Customer as -an individual who is using internet or third party web portals to purchase products for personal consumption and/or receiving information regarding products and its prices through devices like personal computer (desktop and laptops) or various handheld devices (tabs and smart phones)‖.
In the last two decades technology mediated commerce specifically e-retailing has been a preferred topic among marketing researchers worldwide. Extensive research has been done in various domains of e-retailing, may it be service quality, trust, perceived value, satisfaction or loyalty there exist a plethora of studies. As discussed in this study, the phenomenal growth witnessed by Indian e-commerce sector is fuelled by online retailing, and along with this growth competition is also growing thick and fast. Owing to this cut throat competition eretailers are finding it tough to maintain their customers' base. In this tough competitive environment it becomes important for the retailers to find and practice distinct strategies to satisfy their customers to the extent that they are not affected by the competition.
Against this backdrop, it becomes imperative to study and research e-retailing domain in Indian context where there is a dearth of studies that may provide crucial insights to marketing professional. Most of the studies and models of satisfaction and loyalty have been proposed and tested outside India. The results of these studies could not just be applied as it is, to Indian context because Indian market is different with respect to their buying characteristics. So there is a need of research in different domains of online retailing India. This study tries to fulfill this need to some extent. First of all, this study elaborates the basics of e-commerce and e-retailing to analyse the current situation in Indian context and understands the concept of satisfaction in e-retailing. Secondly, it tries to review the available literature to explore and investigate the different models and antecedents of e-satisfaction and proposes a conceptual model. This study tries to contribute to the e-retailing literature by providing the extant knowledge in the domain of satisfaction in e-retailing and proposes a theoretical framework to model e-satisfaction. The proposed model may be tested in future in Indian context to provide insights to the marketing professionals as well. The particular objectives of this study are: 1. To understand the concept of E-satisfaction in online selling space. 2. To review the literature related to the antecedents of the E-satisfaction. 3. To conceptualize a theoretical framework for the antecedents of E-satisfaction.
Literature Review

E-Tailing in India -A Brief Review
Online Retailing or E-tailing is part of overall e-commerce market which spreads from online ticketing to online deals, financial services and specifically retailing through internet websites. The below figure shows the standing of E-tailing among other e-commerce categories: In a joint research paper by Deloitte and ASSOCHAM (2015) the online B2C market is being divided as market Marketplace business model and Inventory based model. It defines online retailing companies as a part of e-commerce companies particularly those in the primary business of providing web platform(s) and website(s) through which individuals, using a computer or smart phone, can purchase a product or service. The definition excludes online travel, online classified, online financial services and digital downloads.
In terms of size India's online retail industry has grown at a swift pace in the last 5 years. According to PwC it has grown from around 0.4 billion USD revenues in 2009 to 3.5 billion USD in 2014, translating into a compounded annual growth rate (CAGR) of over34 per cent. The 7-fold growth came on the back of increasing internet penetration and changing lifestyles, primarily driven by books, electronics and apparel. IAMAI and CRISIL Research expects the buoyant trend to sustain in the medium term, and estimates the market will grow at a healthy near to 50 per cent CAGR to 6 billion USD by 2015. The entry of new players in niche segments such as grocery, jewellery and furniture, along with large investments by existing players in the apparel and electronics verticals, will be the drivers. In terms of size, India's online retail industry is very small compared with both organised and overall (organised + unorganised) retail in the country. According to CRISIL Research in 2012-13 the size of overall market in India was staggering Rs. 25,286 billion. The organized retailing amounts Rs. 1,726 billion which is only 7% of overall market size. The size of online retailing is Rs. 139 billion that is very small as compared to overall market size. It is 7.9% of the total organized market whereas a meager 0.5 of the total market. This shows how much potential it has given in the current situation.
Online retailing is growing in India the competition is also growing with leaps and bounds. As every coin has two sides, there are some challenges along with growth opportunities in e-retailing. One of the most immediate challenges faced by the industry in India is that of competition. Indian e-taling industry is getting extremely competitive as the competition is multifaceted. They not only face competition from other e-tailers but also from traditional brick-and-mortar formats and this competition is not only from Indian firms but also from international players. Siddiqui and Khan (2014) have described the completion in Indian context through table 1. With more than ten Mass Merchants and hundreds of Vertical Merchant there is heavy completion within e-tailing format and not to mention already existing organized physical retailers like Big Bazaar, Pantaloons, Spencers, V-Mart etc. Adding to this neck-to-neck competition the international players are also not far behind. With government's decision to allow 51% FDI in multi-brand B2C retailing, international giants have also joined the bandwagon.
Methodology
As the objective of the study is to understand the concept of E-satisfaction and review the literature to bring out a theoretical framework for the antecedents of E-satisfaction, the study is based on different literature available in the domain E-satisfaction and E-loyalty. Various research papers have been collected from trusted publications through internet and different reports have been reviewed from a variety of sources like various publications of the government; various publications of national and international research organizations; books and newspapers; reports and publications of various associations connected telecommunication (mobile and internet) department. Content Analysis of various available literatures (research papers and reports) has been done using the techniques of statistical compilations, manipulations, and referencing. Hence this study is based on Qualitative Analysis of the available literature that is the secondary data.
Conceptual Framework
Owing to the intense competition it becomes imperative for E-Retailers to satisfy their customers to the extent of customer delight and maintain a strong customer relationship so that they can make loyal customers. Anderson et al. (1994) showed that there is a strong positive relationship between customer satisfaction and firm profits. Bolton & Lemon (as cited in Yang & Peterson, 2004) stated that satisfied customers tend to have a higher usage of service and in contrast to the ones who are not satisfied. And according to Zeithaml et al. (1996) satisfied consumers are more likely to have greater repurchase intent and to recommend products and/or services to their acquaintances Winer (2001) , while developing an extensive framework for customer relationship management in e-commerce space granted crucial attention to customer satisfaction, recommended regular measurement and monitoring of customer satisfaction so that appropriate programs could be developed from time to time for delivering value that exceeds customer expectation. Bhattacherjee (2001) stated that customer centric approach is very important in e-commerce B2C space where completion is just a click away and emphasized customer satisfaction as a part this approach because satisfied customers may advertise via positive word-of-mouth which less expensive (than print or any mass media) and more efficient channel due to more trust associated with word of mouth. Therefore the vital role of satisfaction for better customer relationship and loyalty appears to remain intact even in E-commerce settings.
The concept of satisfaction has been discussed extensively in the services and traditional retailing literature (Anderson et al., 1994; Oliver, 1981; Oliver, 1997; Oliver, 1999; Parasuraman, et al., 1988; Zeithaml et al., 1996) . Traditionally the level of customer satisfaction is determined by the service environment, quality of services, price and purchasing process. The definition of Customer satisfaction in offline context has been given as ‗an affective reaction in response to a single or series of cognitive service encounters.' Oliver (1997) described customer satisfaction as customers' evaluation of a product or service with regard to their needs and expectations. Anderson and Srinivasan (2003) defined E-sat as -the contentment of the customer with respect to his or her prior purchasing experience with a given E-commerce firm‖. According to Oliver (1997) satisfaction is the -consumer's fulfilment response‖ and hence according to him a satisfaction judgment, involves at the minimum two stimuli-an outcome and a comparison referent.‖ Building on this concept Szymanski and Hise (2000) conceptualized satisfaction in online context as E-Satisfaction (henceforth referred as E-SAT) as the consumers' judgment of their Internet retail experience as compared to their experiences with traditional retail stores. They defined e-satisfaction in the online context as an overall construct reflecting the cumulative effect of a set of discrete experiences with the service provider over a period of time. Their model can be represented in figure 3. This is one of the most basic models of E-Satisfaction. Szymanski and Hise (2000) explored the drivers of e-Sat in e-com settings. Initial focus group interviews with online shoppers suggested that e-satisfaction was the outcome of online shopping convenience, merchandising (product information and product offerings), site design, and financial security (Szymanski & Hise, 2000) . They developed measures for these key constructs and tested them using an online sample of 1,007 respondents in US, finding that all five drivers of e-satisfaction had positive effects on e-satisfaction, and all excepts product offerings had a significant impact on e-satisfaction. Similar results were also obtained in a different context by Burke (2002) , who found that online shoppers were most satisfied with the convenience, product quality, value provided, and product selection offered by the online shopping experience. Evanschitzky et al. (2004) replicated the above model in Germany and found the same results that all five drivers of e-satisfaction had positive effects on e-satisfaction, and all except product information had a significant impact on e-satisfaction. They did this study using an online sample of 351 (questionnaire was sent to 2000 people online). Wang and Huarng (2004) have argued that e-satisfaction is influenced by nine distinct consumer perceptions--Web design, price, promotion, merchandise availability, on-time delivery, met expectations, return policy, customer service and order tracking. These nine perceptions occur in two purchase phases: pre-order and post-order. Schaupp and Bélanger (2005) conducted a study using a conjoint analysis of consumer preferences based on data collected from 188 young consumers. Results indicate that the three most important attributes to consumers for online satisfaction are privacy (technology factor), merchandising (product factor), and convenience (shopping factor). These are followed by trust, delivery, usability, product customization, product quality, and security. It was concluded that the three most important attributes for online consumers satisfaction are technology factor (Privacy, Usability, Site Design and Privacy), Shopping Factors (Convenience, usability, Trust and Trustworthiness Delivery), and Product Factors (Merchandising, product quality, Product Value and Product Customization). Liu et al. (2008) examined the antecedents of customer satisfaction in online shopping in China, with nine antecedents, divided based on the stage of purchase: the quality of information, site design, and a variety of products at the stage of information and alternatives seeking; transaction capabilities, site response, security/privacy, and payment system in the execution phase of purchase, as well as management and customer service delivery at the post-purchase. Yoon and Ha (2008) analyzed movie related website service and its influence on e-customer satisfaction. In their study they have used Information Factor, Convenience Factor, Technology Factor, Community Factor, Entertainment Factor, Price Factor and Brand Name Factor to assessed e-satisfaction of the users.
According to Taylor and Hunter (2003) e-satisfaction is generally defined as pleasurable fulfillment and it is based on technology-mediated marketing relationships. It is unique from other closely related concepts such as e-service quality (Parasuraman et al., 2005; Zeithaml et al., 2002) . Taylor and Hunter (2003) mentioned that e-satisfaction is closely related to value judgment, brand attitude, trust, and resistance to change. Schefter and Reichheld (2000) argued that, -e-satisfaction is attitude of the customers about quality and it includes customer support, on-time delivery, compelling product presentations, convenient and reasonably priced shipping and handling, and clear and trustworthy privacy policies.‖ All the above discussed studies laid emphasis on drivers or antecedents of e-satisfaction. There are several studies where e-loyalty has also been discussed along with satisfaction. Some studies like Marcel et al. (2001) and Srinivasan and Anderson (2002) have directly modeled the antecedents of e-loyalty (not considering the e-satisfaction). As per study conducted by Marcel et al. (2001) , e-customers loyalty depends up on Website & Technology (Speed, easiness, Personalized features, Design, Language, Search Option, Server reliability, Content, Quick shopping checkout), Value Proposition (Customized products, Large set of choices, Product quality, Guarantees, Well-known brands, Pricing), Brand Building (Brand image, Brand Community) Customer Service (Fast response to customer inquiries, Easy to contact, Free online applications, Easy payment methods, Fast delivery, Delivery options, Customer reward system), Trust & Security (Trust, Third party approval, Privacy, Reputation, Reliability, Authentication and Non-repudiation). Srinivasan and Anderson (2002) studied the causes and consequences of online customer loyalty in online business-to-consumer (B2C) context. They proposed and tested 8C model consisting of customization, contact interactivity, cultivation, care, community, choice, convenience, and character. The effect of all the factors except convenience was found significant on online customer loyalty.
Generally it is considered that satisfaction leads to loyalty but the relationship is affected by other factors (Oliver, 1999) . The effect of different factors on this relationship has been studied in various researches in diverse contexts. Anderson and Srinivasan (2003) proposed a contingency framework for the relationship between e-sat and e-loyalty in e-commerce context shown in the figure 4. Anderson and Srinivasan (2003) defined e-sat as -the contentment of the customer with respect to his or her prior purchasing experience with a given e-commerce firm‖. Thus, e-SAT can be construed as a summary overall construct reflecting the customer post-purchase level of contentment with the experience with the e-service. Though the definition given in this study is widely used and accepted definition of satisfaction in e-service settings this study is not about the drivers or antecedents of e-sat. It is more about the consequences of e-sat with focus on its relationship with e-loyalty and the effect of moderating variables on the relationship. It could best be stated as moderating effect of e-satisfaction on e-loyalty. All the moderating variables were found to have significant effect on the relationship between e-sat and e-loyalty except Convenience Motivation. According to Anderson (2003) -Typically, esatisfaction has been assumed to be a natural antecedent to e-loyalty‖.
This research reveals that the impact of e-satisfaction on e-loyalty can be significantly moderated by individual level variables (inertia, convenience motivation, and purchase size) and company level variables (trust and perceived value). Chang & Wang (2011) conducted research on online customer satisfaction (e-satisfaction) and online loyalty and found significant influence of e-service quality and perceived value while Gera (2011) modeled eservice quality and perceived value on customer satisfaction online (e-satisfaction) and customer loyalty online (e-loyalty) using structural equation modeling (SEM). In his research Gera (2011) examined the role of mediating variables using path analysis. Similar study was done by Chen (2012) in e-service settings which found a significant mediating effect of involvement, trust, perceived value and commitment.
Conclusions
By far the most discussed and accepted definition of e-satisfaction is that of Anderson and Srinivasan (2003) i.e. -the contentment of the customer with respect to his or her prior purchasing experience with a given e-commerce firm‖. This study also accepts this definition. As far as the antecedents of E-satisfaction are concerned, the proposed framework gives them in a nut shell. Through the qualitative analysis of the literature reviewed, the antecedents of Esatisfaction may be classified basically into two categories represented by technology mediated factors and the factors related to the product. Technology and Product/Convenience Owing to the plethora of factors contributing to the satisfaction and in accordance with the available literature the dimensions which create customer satisfaction or contentment with the prior purchasing experience are different combination of basically four major factors: Technology mediated factors, Merchandising, Convenience and After sales services. Technology in itself is not a factor directly affecting but it manifests itself through E-Service Quality and Financial Aspects. E-Service Quality is a complex concept to understand but is a major factor contributing to E-satisfaction. Financial aspects involve all the factors discussed above. Merchandising and Convenience are according to the literature consisting of product offerings, ease of use, convenience of time and place. whereas after sales service includes order tracking, proper delivery, return etc. which is also a complex process and needs to be studied in detail. Accordingly the proposed conceptual framework is: This is a proposed conceptual model based on the literature review. The model may be tested empirically in future by selecting different dimensions of each factor to provide useful insights for the marketing professionals. The model may serve as a guideline for further research.
